Abstract -Abstract -Based on the theoretical reference framework from Services Marketing, where tangibles are taken as relevant in the services evaluation by users, this article analyses, in the specific case of a Medicine Course in a Brazilian higher education institution, how relevant the physical evidence is in the students´ perceived quality evaluation of this service. A survey research was conducted with a convenience sample made up of 209 Medicine students and the results show that, as far as quality perception is concerned, people -notably faculty -are more important than the tangible assets. This finding challenges the methodology used by the Brazilian Education Ministry -MEC to qualify Medicine courses, that considers physical facilities more relevant than people.
Introduction
Since December 1996, when the National Education Guidelines and Basis Law was sanctioned (BRASIL -LEI 9394/96), the private higher education institutions -HEI, have lost, besides many advantages, the requirement of being non-profitable institutions, which so far, besides the public HEI, was the only legal way allowed by the government for the sector. New challenges have been presented to the managers of these institutions, due to being a market with large unmet demand, and keeping the paradigm in which the State ought to ensure the right to education to its citizens, not being ethical to any institution of higher education to obtain profit from their activities. That has helped to produce a scenario where vacancies were offered in excess, producing a big idleness, followed by the decreasing capability of students to afford their tuition, which raised the default amount.
The private sector takes the biggest stake in the Brazilian education, with around 3,4 million students enrolled in more than two thousand institutions throughout the country (MEC-INEP, 2007) . This big market faces the dilemma of having its demand concentrated in the lower income classes. That requests from the private HEI the development of services, within the current legislation, that attract such classes. To evaluate clients` perceptions towards services has become fundamental to the management board. Through performance evaluation and its interpretation, the organizations can make not only strategic but also operational decisions through the clients` perspectives, influencing quality and satisfaction levels from the services.
Among the factors that have impact in the clients` quality perception, the Services Marketing literature points out the relevant roles related to the paid price and the physical evidence of the company. In the first case, paid price, the academic discussion is related to the perceived value by the client, such value being, perhaps, evaluated exclusively based on a monetary amount spent in order to obtain the service or the physical product. Zeithaml and Bitner (2005, p.388) state that customers can define the value in four ways. One of them can be exclusively the price, considered low. Hoffman and Bateson (2008) state that customers of services www.interscienceplace.org -Páginas 18 de 194 are more likely to use the price as a quality indicator and that the price has got a bigger probability to be taken as an evidence of quality when, for instance, it is the main differential information available.
However, in the second case, as far as physical evidence is concerned, in accordance to Zeithaml and Bitner (2005) , because services are intangible, clients normally look for either tangible indicatives or physical evidence, in order to evaluate the service before buying and also to quantify their satisfaction during and after its consumption. Hoffmman and Bateson (2008, p. 252) share the same opinion, when state that the physical evidence has got strategic role in Services Marketing, assuming multifaceted ways, in accordance to three wide categories: external and internal premises and other tangible elements. In this way, Zeithaml (1981 Zeithaml ( , 1988 says that people use their beliefs on what Bitner (1992) calls Servicescapes (the "built environment", the physical environment made by men), while an indicator to evaluate the quality of services.
It was in such context that came the proposal to verify how relevant the physical evidence dimension would be in the evaluation of the perceived quality, specifically in the case of a private Higher Education Institution -HEI, where the education service provided to students presents a high financial cost. For that, the Medicine Graduation Course from Centro Universitário Serra dos Órgãos-Unifeso, located in the city of Teresópolis, has been chosen. This article is divided in six parts, besides this introduction. In the first part, some fundaments from the HEI as organizations which provide services are reviewed. In the second part, a brief profile of Unifeso (the institution where this research was done) is presented. The third part comprises a Services Marketing, emphasizing in the aspects of quality and satisfaction perception, value and the role of physical evidence. The methodology used in the research is discussed in the fourth part. In the fifth the results are presented, and in the last part a conclusion is drawn.
www.interscienceplace.org -Páginas 19 de 194
The higher education institutions -HEI as service provider organizations
The United Nations Educational, Scientific and Cultural Organization -Unesco (UNESCO, 1998) poses that quality in higher education is a multidimensional concept which must involve all its functions and activities: academic teaching and programs, research and promotion of science, providing of personnel, students, buildings, facilities, equipment, extended services to the community and the academic environment in general. Reis (2002) states that education is a service which has got clients, and that they, as in any other businesses, can be satisfied or unsatisfied. Kotler and Fox (1994) highlight moreover, that educational marketing goes beyond attracting students and increasing the number of enrollments.
The HEI vary as far as the use of marketing resources is concerned, and that depends on the magnitude of its marketing problems. According to Torres (2004), up to 1969, the concept of marketing had been considered by the majority of people as a specific function related to for-profit organizations. Back then, Kotler and Levy (1969) published an article in which they enlarged the use of the marketing concept, supporting the idea of using marketing for non-profit organizations, people, ideas and social make among others. According to the authors, marketing is suitable to all organizations. Nevertheless, marketing in educational institutions is still not completely accepted. Kotler and Fox (1994) point out that some business people, counselors, professors and former students do believe marketing is for commercial enterprises and that educational institutions ought to be "above" marketing, considering that the educational purpose is to offer knowledge, analytical abilities and habits of rational thinking, while the marketing purpose is, as that of businesses in general, to make money.
This lack of understanding naturally comes from an unawareness of what marketing is. For Kotler and Fox (1994, p. 23) , "The majority of people do consider marketing as being a synonym of sales and promotion.
[…] However, most of the administrators become quite surprised when learning that sales are not the important part of marketing!" Kotler and Fox (1994, pp. 64-65) Then, the challenge which the HEI face goes towards the use of marketing in a marketplace which is more and more competitive, aiming at achieving their goals without loosing purpose. In other words, in seeking to understand the quality perceptions and satisfaction of its customers, a HEI does nothing but trying to improve its services.
Unifeso
The Medicine. It also offered postgraduate courses.
As far as the Medicine course is concerned, object of this study, it was 
Bibliographic review -Services Marketing

Quality and satisfaction perception
The perceived quality of a service and the client satisfaction with it are similar constructs, nevertheless independent (LOVELOCK; WRIGHT, 2006; BITNER, 2005; HOFFMAN; BATESON, 2008) . The perceived quality is the global judgement, or attitude, related to the mastery of a service; on the other hand, client satisfaction is related to a specific transaction. (PARASURAMAN; ZEITHAML; BERRY, 1988).
Still, the ways in which the two constructs relate to the purchasing behaviour remain unexplained, according to Hoffman and Bateson (2008) , for whom the clients` perceptions on the service quality is indicated by satisfaction, because: a) the client perceives the quality of the services in a company, to which there has not been any previous experience, based on their own expectations; b) in the following contacts with the company, and through the process of breaking expectations, the clients update their perceptions about the quality of services; c) each additional contact reinforces such perceptions, which, when updated, modify the future purchasing intentions.
Parasuraman, Zeithaml and Berry (1988, p. 16) show such difference observing that "Perceived quality is a global judgement, or attitude, related to the mastery of a service and the consumer satisfaction is related to a specific transaction". Within this perspective, the organizations seek to find ways and methodologies which enable capturing the perception of service quality, as far as the client is concerned. In a general way, the methodologies present in literature compare perceived service with expected service, from the consumer´s point of view.
For Zeithaml (1988, p. 3) , "A service is considered of quality only when it meets or overcomes the expectations that the client has got towards it". Therefore, the evaluation on service quality ought to be performed, according to the authors, comparing the execution expectations with the perception towards the received service. This is the parameter that best demonstrates the client´s satisfaction -or dissatisfaction -and therefore the service quality.
Perceived value
It is common for the value concept to be linked to others, such as quality, price, benefits and utility, which, when more deeply analysed, show a great deal of differences among them. Zeithaml (1988) defines value in a service as the clients` perception towards benefits, taking out the costs, in keeping a continuous relation with the service provider. According to the author, benefits include the intrinsic and extrinsic utilities provided by the relation. Costs, on the other hand, include monetary and nonmonetary sacrifices -for instance, the time and effort demanded to maintain the relation. Parasuraman and Grewal (2000) consider value a dynamic concept, made up by four types of values: those from acquisition, transaction, use and recovery. The acquisition value would be the benefits received from the monetary value spent. The transaction value would stand for the pleasure of making a good business. The use value refers to the utility that comes from the use of the product/service, and finally, the recovery value is concerned to the residual benefit received when reselling the www.interscienceplace.org -Páginas 24 de 194 product or at the end of its use, or at the end of a service.
According to Kotler, Hayes and Bloom (2002, p. 335) , value, from the clients` perception level, may be represented by the following formula: "Value = BenefitsCosts". Zeithaml and Bitner (2005, 389) support such formula when saying that "It is the buyers' perception in relation to the total value that stimulates the payment of a determined price for a service". According to Kotler, Hayes and Bloom (2002, p. 337 ), "[..] sometimes, the best way to increase the perceived value to clients is to decrease the inferred costs to the product". Grönroos (2004, p. 87) relates value perception to satisfaction because, according to him, "Clients become satisfied with the perceived quality as long as the sacrifices involved -price and relationship costs -are not extremely high. Therefore, the perceived value determines the client satisfaction".
Tangible elements and physical evidence
The tangible elements are used as minimising instruments as far as the perceived risk which is related to the services acquisition is concerned. This risk tends to be higher than the one related to physical product acquisition, taken into consideration the intangible elements and the nonstandardisation of those. According to Guseman (1981) , Murray and Schacter (1990) , Zeithaml (1981) and Zeithaml and Bitner (2005) , in many service environments clients choose the provider having less information prior to the purchase then when purchasing products, and such uncertainty implies risk associated to the transactions, which has to be managed by the client. Mitra, Reiss and Capella (1999) point out that services based on trust attributes, with a higher intangibility degree, present higher levels of perceived risk.
To Mitchell and McGoldrick (1996, p. 3) "[…] the level of perceived risk is produced by the uncertainty degree and the extension of the consequences that would result from a wrong decision".
In this way, in the case of students from a private HEI evaluating an educational service that might be highly expensive, and whose development is strongly based on the execution of practical activities, one could expect that the most relevant dimensions for risk minimizing as far as the perceived quality is concerned would be those related to physical resources related to the training, such as Based on the importance of physical evidence, Zeithaml and Bitner (2005, p. 248) alert that "[...] in order to a strategy which is focused on the physical evidence to be efficient, it ought to be clearly associated to the mission and the vision of the organizations". Such orientation becomes relevant since strategies have to be in line with the mission of the organization, for many of these decisions are long lasting and expensive. According to Kotler and Fox (1994, p. 54) , "The educational institutions that respond to the market needs have to focus on the satisfaction purpose.
Satisfaction is the result of a person's experience when a performance or outcome met the expectations". 
Chart 2 -Research dimensions, questions and respective statements
Dimensions Questions Statement
Reliability Q4 Unifeso's staff perform their functions within the deadlines.
Q13
Professors are punctual as far as the planned activities are concerned.
Responsiveness
Q2
The secretary general responds the student properly.
Q3
Professors are willing to help finding the solution to possible problems experienced by the students.
Q5
Professors clarify the doubts that arise in class.
Q21
Unifeso contributes positively to the well being of society.
Safety
Q6
Unifeso's staff solve the issues brought in by students.
Q7
The students feel safe in their financial negotiations with Unifeso.
Q8
Unifeso's staff know about the subjects of enquiry from the students.
Q10
Unifeso offers the best service to the student.
Q11
Professors have entire knowledge concerning the subject they are teaching.
Q17
The curriculum in the course has got commitments to a solid professional formation.
Q18
The subjects contents in the medicine course are consistent to a training of excellence.
Q19
The learning evaluation forms are adequate.
Q20
The student considers the relation quality-price to be fair in the medicine course.
Empathy Q9 Unifeso's working hours are adequate.
Q12
Professors are accessible to answer students` demands out of the class time.
Tangibility.
Q1
The campus environment is pleasant.
Q14
Classroom facilities are appropriate.
Q15
The laboratories used by students are equipped accordingly.
Q16
The library offers adequate environment for studying.
Source: Research
It is worth to mention that adjustments in the model specification have been performed, with the removal of variables that remained showing significant factor loading in more than a factor, even after the gradual reduction in the number of factors up to a minimum of two, with eigenvalues above 1. As a result, the conclusion was to remove eight variables (Q1, Q7, Q9, Q10, Q16, Q17, Q20 e Q21). The nonmetric variables in the questionnaire (Q22, Q23, Q24, Q25 e Q26), related to the respondents` personal information, have been separately analysed through statistics (Table 1) . 
Results
It should be emphasised that the essential objective in the factorial analysis is to determine the number and the nature of the latent variables or factors that explain the variation and the covariance among a set of observed variables. More specifically, a factor is a non-observed variable that not only influences more than one observed variable but also explains the correlations among them. In this way, the observed variables are correlated because they supposedly share a common cause, in other words, they are influenced by the same underlying concepts.
We have found the determinant of the correlation matrix above the minimum 0,00001, precisely 0,074, indicating the possibility of generating factorial solution.
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According to Hair et al. (2009) another way to evaluate the adequacy of the factorial analysis is to examine the complete correlation matrix, which is done through the sphericity test from Bartlett (Table 2) . Through such test, it is possible to check the presence of significant correlation as far as the variables are concerned, indicating the existence of reasonable fundament to the factorial analysis (RAIKOV; MARCOULIDES, 2008) . In the extent that the Bartlett test has been significant, it is possible to reach the conclusion that the correlation matrix is not an identity matrix.
The measurement system analysis (MSA) from Kaiser-Meyer-Oklin shows a compatible result concerning factorial analysis, as it is above 0,70, in the way recommended by Hair et al. (2009) , implying that there is enough number of items by factor. The commonalities represent the sum of factorial loads squared, for each variable observed. In this case and according to Hair et al. (2009) , they are shared variance estimates among the variables (Table 2) . In order to decide on the number of factors that should be extracted, the eigenvalue criteria from Kaiser, above 1, has been preliminarily applied. In other words, it is supposed that any individual factor ought to explain the variance of at least one variable (FIELD, 2009). Later, it was necessary to apply the criteria of the number of factors, as some of the variables have presented, as previously informed, high factor loading in more than a factor. It is to be observed though, that all the extracted factors presented eigenvalue above 1, despite the criteria change.
Although literature suggests big samples, whenever the communalities are below 0,40, the obtained values are considered to be permissible, due to the number of extracted values being low (FIELD 2009). Table 3 see any obstacles in considering the determined value as being reasonable. Table 3 Communalities
Initial
Q2
,241
Q3
Professors are willing to help finding the solution to possible problems experienced by the student.
,277
Q4
Unifeso's staff perform their functions within the deadlines.
,330
Q5
,369
Q6
Unifeso's staff solve the issues presented by students.
Q8
,267
Q11
Professors have entire knowledge concerning the subject they teach.
,219
Q12
Q13
,246
Q14
,236
Q15
,300
Q18
,340
Q19
,218
Source: Research
In order to facilitate the interpretation of factors, orthogonal rotation has been performed according to the Varimax criteria, that simplifies the columns in the factorial matrix. The factor loadings are correlations of each variable observed with the factor, and the bigger the factor loadings, the bigger the variable importance in the factor definition. In most of the cases, factor loadings above ± 0,30 are considered relevant, reflecting around 10% of the explanation in the variable variance (BROWN, 2006) .
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The factorial matrix after the rotation showed significant loads for the 13 variables and each observed variable showed significant load (above ± 0,30) in only one factor (Table 4) . It ought to be mentioned that, after obtaining the factorial solution, considering that all the variables show significant load in only one factor, the variables with higher load in the factor ought to be considered the most relevant ones, greatly influencing the factor interpretation and description (HAIR et al., 2009 ).
In Chart 3 each one of the factors are shown, with its respective variables, and ordered according to the factor loading magnitude. 
Conclusions
Initially, it is noteworthy that, even with the dimensions not being mutually exclusive, they provide an important structure in understanding the users` perception, as they are aspects that outline service from the point of view of the user who will judge it.
By analyzing the factors and its variables grouped, it is characterized, in Factor 1, the predominance of the dimensions responsiveness and safety. In Factor 2, dimensions such as reliability, safety and responsiveness. And, in Factor 3, tangibility, reliability and empathy. In the case of Factor 1, it refers to the professor capacity in classroom, and to content excellence, with its dimensions responsiveness www.interscienceplace.org -Páginas 35 de 194 and safety, which encompass variables Q5, Q18, Q3, Q11 e Q19. This clearly indicates a bigger quality perception towards the interaction among students and professors, which is included in the "people" element from the Services Marketing compound. It is never too much to remember that, according to Zeithaml and Bitner (2005, p. 41) , people are within the organization control, being defined as:
All the human agents that perform a role in the process of a service execution, and in such way, influence the purchaser's perception, nominally, the workers of the company, the client and other clients in the services environment.
As far as a HEI is concerned, these people are directly represented by the faculty, considering their role towards the students. Their importance resides in that they transmit the credibility and the reliability that students themselves seek, either from the institution or from the education they are receiving.
As for Factor 2, or the service provided to the student, the dimensions reliability, safety and responsiveness, encompassing variables Q4, Q6, Q8 e Q2, highlight again the "people" element from the Services Marketing compound. The difference in relation to Factor 1 is in being related to the employees, those whose work is done outside the classroom, typically providing the interface between the student and the HEI. In other words, it refers to the service contacts, or "truth moments" (ZEITHAML; BITNER, 2005).
Finally, concerning Factor 3, it is related to infrastructure, with the dimensions tangibility, reliability and empathy encompassing variables Q15, Q13, Q14 e Q12.
Here, the tangibility dimension is finally highlighted, reflecting the quality perception related to the infrastructure aspects of the service. In other words, they are the tangible elements that provide the physical description of the organization image, which will be used by the clients, mainly new ones, in order to evaluate quality (ZEITHAML; BITNER, 2005).
The fact that respondents emphasized, in the factorial analysis, the so called In such services, according to Hoffman and Bateson (2008, p. 41), "[...] in the same way the clients are part of the service process, the contact staff is part of the service experience". The interaction between the parts -client and service providerduring production and delivery of the service, is a key factor for the final satisfaction result, due to one of the services characteristics: inseparability. As Hoffman and Bateson (2008, p. 38) say, "As production and consumption occur simultaneously, many clients in many times share a common service experience. Such experience can be positive or negative."
Within the service process in a HEI, professors are fundamentally the service deliverers to the students, who share their experience with them. The final function and the reason for a HEI to exist originates in this relation, meaning the teaching and learning process. That is why respondents indicated Factor 1 as the most relevant in their quality perception, translating the importance of the faculty-student relationship, among the several ones institutionally established in a HEI. After all, the professors are what can materialize the students´ quality perception; it is through the faculty that the students make up a reference on the quality of their institution related to others.
The HEI have a privileged position compared to other organizations, once their customers daily meet in their "sales" spaces, allowing them the opportunity to manage the quality of services. Moreover, such privilege is, for many times, wasted by the bureaucratic posture of these organizations that, wrongly, conform to the fact of having their customers secured, as long as their course goes on. As service deliverers, the workers should be trained in soft managerial abilities, such as reliability, receptiveness, empathy, safety and administration of the tangibles that surround the services. That is because, according to Hoffman and Bateson (2008) , a big percentage of complaints generated from services have come from the action or inaction of such workers.
What is for sure within this context is that, despite all the Services Marketing mechanisms, organizational planning and monitoring of the educational means and contents cannot go on without dialogs among directors, professors and students, www.interscienceplace.org -Páginas 37 de 194 which ought to be based on clear, independent and accurate pedagogical information.
The biggest contribution of this study to the Services Marketing academic literature is therefore, in its central conclusion, to challenge the MEC methodology for the Medicine courses evaluation, currently anchored in a 40% weight to facilities against a 30% weight to the teaching staff.
It is then clear that higher education quality has been gradually moving from the evaluation processes carried out by MEC towards the needs of the HEI themselves, either public or private, facing the challenges imposed by the market. In this line of reasoning, the evaluation process of the educational quality performed by the HEI should more and more take into account the students` perception on whatever is offered to them, and not the long-lasting old paradigms, which frequently are just the result of a benchmarking that does not consider the individuality and the characteristics of each institution. In this way, it becomes clear that it is necessary to spread professional management practices in the HEI, which no doubt suggests a broader understanding concerning a services organization.
